
Isolation/Fear Factor as Reason for Not Having Service Table 6.8

The table opposite shows the four items that go into the isolation/fear factor and the percentages saying each is a reason for not
having phone service as well as the percentages saying each is a big part of the reason.

Also shown is a NET unduplicated count of the percentages saying either of the two items having to do with calling the phone
company is a reason and the percentages saying either of these is a big part of the reason they do not have phone service.

HiglaligMs

Discomfort about calling the phone companyand/or worry that nameladdress would be reported to the government account for
only a relatively small part of the total reasons why non-customen don't have phone service: 21" mention either of these items
as a reason and only II" say either of these is a big part of the reason. However, this varies a great deal by ethnic group -- see
below.

By company: GTE non-customers are more likely to cite discomfOl1lworry about calling the phone company (not comfortable I
fear having name/address reported to the government) than are Pacific Bell non-customers.

By ethniclty/nce: While NLD Hispanics, Blacks and Whites rarely cite discomfort about calling the phone company as a big
part of the reason why they do not have phone service, 19" of the LD HiIpanics do 10. What is aIIo noteworthy is that if one
has such concerns, there is a high probability that it will be pen:eived u a biI part of the reason -- for example, 23" of LD
Hispanics cite dilCOlDfort in calling the phone company u a IaSOR and 19" cite it u a hie part of the reason.

If "worry namellIddreu would be reported to the government" is included with the more aenemt diICOIDfort about calling the
phQne compuy, then 32" of LD Hispuics appear to have some coacems about calling the phone company (for either of these
reasons) and 23" say one or the other of these is a big part of the reason they don't have service.
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Summary ofReasons for Not Having Phone Service

Noo-customers
HJganlc

ImII mE fI IRt J.D Jt.g IIIGk WbI1I
% % % % % % 0/0 %

% Is a reason-

Cost 69 72 69 .69 73 64 70 68

Call control 44 50 43 51 54 45 31 39

No need 43 36 44 41 32 56 37 51

Fear/worry 21 28 20 25 32 14 18 15

Average number 1.8 1.9 1.8 1.9 1.9 1.8 1.6 1.7

% "BIG" reason -

Cost 56 58 56 57 59 55 56 56

Call control 35 36 35 43 49 34 25 26

No need 27 19 28 24 19 32 22 40

Fear/worry 11 17 11 16 23 5 7 4

Base (571) (288) (283) (347) (205) (142) (115) (94)

Soun:I:Q.20.21lNC1 Field Research Corporation~~~~~~
6.9
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Summary of Reasons for Not Having Phone Service Tabl~ 6.9

The table opposite summarizes the NET unduplicated counts of non-customers mentioning any of the items within each of the
four main groups of reasons and the percentages citing any of them as a big part of the reason.

Highlights

Looking at the percentages who see each as a big part of the reason for not having phone service, one sees the following:

More than half (56ti) cite cost as the big reason (installation, deposit and, less so, monthly service).

About one-third (35 ti) cite call control factors.

Slightly more than one-quarter (27 %) cite no need as the big reason.

Fear/worry (about calling the phone companyand/or being reported to governmental agencies) is cited by about one in ten
(11 til u the big reason (by 23ti of LD Hispanics). Specifically, fear of being reported to the goVCl'lUlleDt is cited as a
reason by IS~ of LD Hispanics and as a big part of the reason by 10" of I.D Hispanics. (See Table 6.8.)

By coma-.y: The relative importance of these factors is about the same for both companies.

Byethnldty/nce: Cost is the main concern of all groups. Call control is more important to Hispanics than Blacks or Whites,
(especially I.D Hispanics). No need is more likely to be a factor for Whites and HID Hispanics than I.D Hispanics or Blacks.
Fear/worry is most likely to be a factor among I.D Hispanics -- much less so IIIlOIII other groups.
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Introdudion

{
"

Part Two: Awareness of, Reactions to and Interest in
Universal Lifeline Telephone Service (ULTS)

(

The second half of the interview with non-customen was devoted to measuring awareness of Universal Lifeline Telephone
Service (ULTS), describing the service to non-eustomen and getting their reactions to it.

This section of the report is divided into two chapten:

Chapter 7: Looks at awareness of Univenal Lifeline Telephone Service aIDOIII non-eustomers and the matched set of
customen. It also compares awareness of ULTS with awareness of Custom CaUing Services. ,

Chapter 8: Looks at reactions to ULTS, and specifically, perceived abi1ity to meet the qualifications, reactions to
various cost elements and interest in having it. It also examines iftterest in a restricted toU call service.
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Chapter 7.0 Awareness of Universal Lifeline Telephone Service (ULTS)

...
Examines:

WMther ever heard of lILTS

AbiUty to describe it co"ectly among those aware

Awareness of Custom CtJ1Ung ~rvicu

It compares awareness of lILTS among non-customers and the matched customers.
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Awareness of"Universal Lifeline Telephone Service" (Name)

Non-Customers
lJIIpanlc

JgIII 1m fi :rm J.D NLD IIIGk YlbIII
% % 0/0 % % % % %

Heard ofsom,thing called
Universal Lij,Une Telephone Service?

Yes, heard of it ~ ~ ~ ~ jO ~ 2B ~

Can describe correctly (a) 40 39 40 38 40 35 47 39
Close to correct (b) 4 1 4 - - - 6 12
Incorrect (c) 3 1 3 1 1 2 6 3
Don't know/not reported 7 4 7 8 9 7 10 2

Not heard of it 46 55 46 52 50 56 32 45

Base (571) (288) (283) (347) (205) (142) (115) (94)

% ofthose aware who
can volunte,r-

Correct description 74 87 73 79 80 80 69 71
Close to correct (cum) 81 89 80 79 80 80 78 93

II''''''' 1lIr 1Dw.................. "IonfII"'·
", "UIlIIIdCIII·........,....
Ie' .......,...................
'u...U'4 Soutl:e: 0.101.102(1«:) Field Research Corporation
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Awareness of "Universal Lifeline Telephone Service" (Name) Table 7.1

Non-customers were asked if they had ever heard of something called Universal Lifeline Telephone Service. Those who said
they had were then asked to describe, open-ended, what they think it is and who they think it is for.

Responses are shown opposite.

Highlights

Slightly more than half (54C1) of the non-customers say they have heard of a service called Universal Lifeline Telephone Service.
The large majority of those aware could volunteer the correct descriplion, i.e. that it is for low income persons and/or that it is a
lower rate service. A few more offer a description that suggests they may know what it is, i.e. that it is a limited call service
and/or for older persons.

Thus, 40~ are aware of the name ud can volunteer (correctly) what it is.

46~ have never heard of the name, Universal Lifeline Telephone Service.

By coma-ny: PacifIC BeD non-eustomers are more aware of the name than GTH non-eustomers (551 VI. 451), but fewer of
those aware could correctly describe it so that the percentage aware AND able to describe col'leCtly is about the same for both
companies: 40" and 39" respectively.

Byedaaicity/race: Black non-eustomers have hieller awareness of the name (68~) than Whites (55~), and considerably higher
than LD IlilpuUcs (SO~) or NlD Hispanics (44~). However, 8IIcb and Wbita are IOIDeWhat less able to come up with the
conect deIIcdpdoa dian HiJplnics with the IaOlt that the percentqe aware and able to delcn1Je correctly is more nearly the
same &emu tile IRJUPS: 47" Black, 40~ LD Hispanic, 39" White and 35" NLD Hispanic.
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Awareness of ULTS among Matched Customers

Matched customers were asked t.he same question as customers.

Responses are shown opposite.

Hi,AUght,

...

Table 7.2

69" of the matched customen have heard of a service called Universal UfeIine Telephone Service: within this group, 4795
claim to have it and 22. do not, but are aware of it. Most of tile DON'T HAVB, Bur AWARBs can descn1Je it correctly; as a
result, 61. of the matched customen are aware of this service by name and can correctly describe it (u compared to 4095 for
non-eustomen).

By company: Awareness of ULTS among matched customen is the same for both companies. (Differences are not statistically
signiflCallt. )

Byethnldty/race: Among matched customen, awareness of the name ranges from a hip of 79. among Blacks to 60. among
NLD Hispanics.
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Awareness ofULTS Among Matched Customers
~

Matched Customers
.HJIpan1c

ImII mE fI -... 1m JJl tU IJIGk WbIII
% % % 0/0 % % 0/0 %

Heard ofsomething called
Universal Lifeline Telephone Service?

Yes, heard of it ~ .63 ~ .21. 12 go 1!l ~

Say have it now 47 41 47 43 41 46 52 51
Don't say have it 22 II 22 ~ II 15. 21 12

Can describe correctly (a) 14 17 14 17 24 7 13 7
Close to correct (b) 1 1 1 * * - 4
Incorrect (c) 3 1 3 2 1 4 4 3
Don't know/not reported 5 4 5 5 6 4 6 3

Net: Say have/correct 61 58 61 60 65 53 65 58
Not heard of it 32 37 31 33 28 40 21 36

Base (566) (287) (279) (347) (201) (146) (112) (98)

% ofthose aware but DO NOT
SAY HAVE IT who can volunteer-

Correct description 64 74 64 71 77 47 48 58
Close to correct (cum) 68 78 68 71 77 47 63 58

1·'.....,101........·..........,11III·
III' 'lIIIIIIdClll".............
(C'·.Ill•••ftC"....1I.Upp.........
·l.nI..o.sft SouIIII: Q.101. 102. I03(Q Field Research Corporation
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Awareness ofULTS.~ Non-Customers vs. Matched Customers

Total GTE n
~ ~ ~

Non- Don't - Non- Don't Non- Don't
~ ImI1 HID ~ ImII HID ~ DdIl Hm

% % % % % % % 0/0 0/0

Heard ofULTS -

Yes, heard of it 54 22 ~ ~ ~ 'J1 ~ 22 ~

Say have it now - 47 - - 41 - - 47
Don't say have it ~ 22 ~ !i ~ 'J1 ~ 22 ~

Can describe correctly (a) 40 14 25 39 17 29 40 14 25
Close to correct (b) 4 1 2 1 1 1 4 1 2
Incorrect (c) 3 3 5 1 1 1 3 3 5
Don't know/not reported 7 5 10 4 4 6 7 5 10

Net: Say have/correct 40 61 25 39 58 29 40 61 25
Not heard of it 46 32 59 55 37 63 46 31 59

Base (571) (566) (285) (288) (287) (159) (283) (279) (126)

% Aware but don't say have it
who can volunteer-

Correct description 74 64 61 87 74 78 73 64 60
Close to correct (cum) 81 68 66 89 78 81 80 68 64

(.,....,1If...1IaM......•...1IIIlI"lDnf ......
~ "lIIIIIIlIJ CIII". fir ............
Ie,·.' "11Ilf". ' .. d1l ....,.........
SGua: 0.111, 1t2, 101NCJ1CJ FI"ld Research Corporation
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Awareness or ULTS: Non-Customers vs. Matched Customers

The table opposite shows awareness of ULTS among non-customers and matched customers.
...

Highlights

Table 7.3

Among all groups, matched customers have higher awareness of ULTS than non-eustomers. However, among those aware of
the name, non-eustomers tend to be better able to say what it is than customers.

NOTE: Caution is urged in comparing awareness of ULTS aDlOIlI customers and non-eustomers:

The fact that customers have higher awareness does NOT indicate that it is this higher awareness that CAUSBD them
to get phone service because the causal relationship is not clear, i.e. one cannot assume that it is higher awareness
811lOIII customers that caused them to get ULTS. They could be more aware because they have contacted the phone
company and have phone service.
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ProbeJor Awareness ofSpecial Service for Lower Income People

Matched Customers
.HJHanlc

ImII GI£ fi :rm LD NLQ IIIGk WbIII
% % % % % % % 0/0

Heard of ULTS ~ ~ Q2 g]. 12 .QQ 1!l ~

Say have it 47 41 47 43 41 46 52 51
\

Don't say have it 22 23 22 ~ 11 II 21 12
Can describe correctly 14 17 14 17 24 7 13 7
Cannot describe correctly 8 6 8 7 7 8 14 5

Have not heard of 32 37 31 33 28 40 21 36

Total: Say have or can describe 61 58 61 60 65 53 65 58

Not aware or can't describe ULTS ~ ~ ~ ~ ~ ~ .ll ~

Aware "low income service" U 11 12 12 .16 a 11 II
Say have it 5 5 5 6 10 1 4 3
Don't say have it 7 8 7 6 6 7 7 10

Base (566) (287) (279) (347) (201) (146) (112) (98)

% ofthose NOT AWARE of
ULTS who are -

Aware "low income service" 30 31 30 30 46 17 31 31

SoIIw: 0.101.102. III It4lCI Field Research Corporation
7.4
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Probe for Awareness of Special Service for Lower Income People Table 7.4

Customers who had not heard of ULTS (or had heard of it but could not volunteer the correct description) were asked this
follow-up question:

IfAre you aware that the phone company offers a special type ofphone service for lower income people? If

Due to an error in the SKIP instructions printed on the questionnaire, non-customers were not asked this follow up probe. As a
result, while we have awareness of ULTS (name) among non-customers, we do not have awareness of the more generic concept
of a special service for lower income people among non-customen. We cu, however, examine the extent to which the above
probe INCRBASBD awareness of this type of service &mODI C'~R. We can tMa UIe this .......... to provide an
improved estimate of what aw&mleSS mipt have been had non-eu1tOmerl been ubd the question. TIle analysis assumes that
the increase among non-customers could be less than among customers, but, tocicaUY, it could not be more.

Hi,,..,.,,
Among customers: When customers who are not aware of ULTS or are aware, but cannot correctly describe it (40% of all
customers) are asked if they are aware the phone company otTers a special service for lower income persons, 3041 say they are
(3041 of 40" = 12"). Thus, the probe adds another 1241 to awareness among customers. 'Ibis briDp total awareness of this
type of service to 13" among customers: 414J have it, 144J don't lave it but are aware and can cormctly describe it and
anodler 12" are aware of a low income service. 11le large majority of thole not aware of the IUUIle am also not aware there is a
low income service.

These data from euatomers suaest that the MOST the probe could have doae among non-customers would have been to increase
awareness of a ULTS type service by 30CJ of those not aware of the name. Applying this 1oIic, one can provide an improved
estimate of what the hiIhest awareness among non-customen would have been if the probe had been abel. This is done on the
fonowing page.
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Awareness ofULTS, Low Income Service and CCS (Summary)

lftgnlc
ImIl m fa 1m JJl &a IIIGk WbIII

% % % % % % % %
(Non-customers I -

Aware ULTS and can
correctly describe it 40 39 40 38 40 35 47 39

*Aware ULTS m: a
low income service (adjusted) 58 58 58 ·57 68 46 63 58

AwareCCS 76 71 76 75 80 68 84 71
Base (571) (288) (283) (347) (205) (142) (115) (94)

IMatched customers I
Aware ULTS and can
correctly describe it 61 58 61 60 65 53 65 58

Aware ULTS m: a
low income service 73 71 73 72 81 61 76 71

AwareCCS 84 82 85 87 89 85 88 77
Base (566) (287) (279) (347) (201) (146) (112) (98)

ICustomers with tlSay Have ULTS" removed I
Aware ULTS and can
correctly describe it 25 29 25 30 42 13 30 12

Aware ULTS Q[ a
low income service 43 46 43 46 60 27 46 36

AwareCCS 86 78 87 88 88 89 86 85
Base (285) (159) (126) (189) (103) (86) (44) (48)

•MIll!llfll by Io-.It - _ .... OIl II"'"P. ~. () 1111 10'. 103. 5OfNC). :MlCl
Field Research Corporation

7.5
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Awareness of ULTS, Low Income Service and CCS (Summary)

Highlights -'

Table 7.5

The table opposite shows the percentage of non-customers aware of ULTS and able to correctly describe it (40%). On the next
line, it shows the "adjusted awareness" of this type of service by applying what the probe did to awareness among customers to
non-eustomers.

As shown there, awareness of this type of service among non-eustomers if the probe had been used would almost undoubtedly be
more than the 40'1 (aware ULTS and describe correctly) but it would NOT be higher than S8fJ (the adjusted figure).

Non-customen were also asked if they had ever heard of Custom Callina Services like Call Waiting. (See next page.) As shown
opposite, 76~ of the non-customers say they have heard of these. 'Thus, awan:oess of Custom Calling Services among non­
customen is higher than the highest estimate of awareness of ULTS if non-customen had been asked the probe.

It is also impoltaDt to note that non-eustomers as a group are almost as aware of Custom Callina Services as are customers:
76'1 VI. 84". This fincIinI sugests that, had the probe been included, awanmess of ULTS among oon-custolDen would
probably be closer to the S8~ (more like customers) than to the 40'1.

NOTS: The failure to ask the probe was due to a clerical oversiPt in the flDl1 proofing of the questionnaire; Field Research
very much repets the error and has tried, in this analysis, to provide the best estimate of awareness of the generic service using
the data available.
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Awareness olCustom Calling Services

(

tl!P&n1c
ndIl GTE -fl -- 1m laD HLD IIIGk WbIII

% % % % % % 0/0 0/0

INon-customers I
Have heard of CCS ~ 11 ~ ']j &l ~ ~ 11

Aware cost extra/are optional (a) 91 90 91 87 84 93 94 97

Not aware of this (a) 9 10 9 13 16 7 6 3

Have not heard of CCS 25 29 24 25 20 32 16 29

Base (571) (288) (213) (347) (205) (142) (115) (94)

IMatched custoIMrsI
Have heard of CCS ~ B2 .85- B1 B2 .85- ~ TI

Aware cost extra/are optional (a) 91 88 91 90 88 92 89 97

Not aware of this (a) 9 12 9 10 12 8 11 3

Have not heard of CCS 16 18 15 13 11 15 12 23

Base (566) (287) (279) (347) (201) (146) (112) (98)

(·1 ................ Soua: 0.50, 5t(NC). 0.34.~
-------- Field Research Corporation

7.6
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Awareness of Custom Calling Services Table 7.6

The table opposite shows awareness of Custom Calling Services and, among those who are aware, whether they are aware that
they cost extra and are optional. J'

Higlalipu

Awareness of Custom Calling Services is high among non-eustomen (76") as well as among matched customers (84%).

Most of those aware of Custom Calling Services know that they are optionaJ. and that one .-ys extna for them. About one in ten
non-customers is not aware of this -- about the same as for matched customers.

By company: Awareness is equally high for both companies.

By ethnicity/nce: Black and LD Hispanic non-eustomers are more aware of Custom CaIIinI Services than are White or NLD
Hispanic non-eustomen: 84" and SO" vs. 71 II and 68" respectively. While the large najority of non-eustomers aware of
CCS know that they are optional and cost extra, LD Hispanics are less aware of this than others (16" not aware).

112567\npt\door\c7rev

)

98

) ')



(

Examines:

11256~\door\c'",
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Chapter 8.9 Reactions to, Interest in
Universal Lifeline Telephone Service (ULTS)

P~rc~ption ofability to qualify for ULTS (qft~r reDding qlMJl(/laltions)

An~mpts to g~t ULTS (among thos~ who qualify)

R~asons have not tri~d to g~t it

R~actions to various ~lements of ULTS strvic~

Installation cluug~

D~posit r~quir~ment

R~tions to costs ofcalls

What think monthly bill would b~ for ULTS

Ability to limit calling within 12 mila

AffordlJbility of ULTS s~rvic~

Int~r~st in having ULTS

Interest in a call control service
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Universal Lifeline Thlephone Service

In order to qualify for this service, you need to meet these requirements:

• Have a maximum ann"" Income of $15,300 for a one or two person
household or $17.900 tor a three penon hou8ehoId. Add $3.600 for each
adcltlonal person. For example...

If your hou.........:

your ...... houehold

.........-..­Is no IIIOIe ....:

)

1 or 2 persons $15.300

3 perIOn8 $17.900

4 persons $21.500

5 persons $25.100

6 persons ....•.•••..••.•••••••••.••.•••••••••.•.$28.700

7 persons ......•.....•••••....••.......•........$32.300

Each additional person $3.800

• Your family cannot have another ...........1tel.,........ number at the
same time, that Is, you can only have one UnIvertaI lifeline ServIce per
family.

• You cannot be claimed as • dependent on another per80n'slncome tax
return.

" you do qII8Ify, you must II out a tDrm MCh ,..~ that you stil meet.....~.
) )



Perceptions ofAbility to Qualify for ULTS

Non-customers
HllRanIc

ImIl mE fa . 1m .LD HLQ JIg WbltI
0/0 0/0 0/0 0/0 0/0 % 0/0 0/0

Based on reported household
income/size, % who -

Would qualify 77 80 76 75 80 67 83 76

Would not 11 7 11 8 9 6. 12 17

Can't detennine 13 12 13 17 11 27 6 7

After reading quaUfications,
% who say they -

Would qualify 78 78 78 74 78 70 85 82

Would not 12 13 12 17 14 20 5 9

Not sure 10 9 10 9 8 10 10 9

Net: Total qualify (a) 83 85 83 84 89 76 87 80

Base (571) (288) (283) (347) (205) (142) (115) (94)

'I' For.....................".,. d.at ...-fto""1lou1IIlolIII. 1K..~
.., ..................................._f71'.. ,"' ..... ..,.......,....
...,.............. e........ 11I..__..,.,...,.•

...:a....T.... 1tI(IICI
FIeld RellfMrch CorporIJtlon
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Introduction

(

Before being shown a description of ULTS, non-customers were given a card that described the qualiftcalions for ULTS service,
were asked to read it and then to say whether they would qualify for it or _~. _Qllly those who said they thought they would
qualify were shown the description of the service and asked their reactions to it.

The text of the card is shown (reduced) opposite.
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Qualify for ULTS: Non-Customers vs. Matched Customers

.HJganlc
lmII GIE fa :rm laD NLD Black WbbI

% % % J' % % % % %
O)Menq~~c~onsMsw

on reported household income
and dependents (a)

Customers 68 73 68 73 86 53 72 53
Non-customers 77 80 76 75 80 67 83 76

(2) Say "would qlUlli/Y" after
retuling qualifICations

Customers-

Have ULTS (b) 52 45 52 49 51 46 56 54

Don't have (b) ~ ~ ~ ~ ~ ~ ~ ~

Would qualify 20 23 20 23 26 18 19 15

Total have or would qualify 72 68 72 72 77 64 75 69

Non-customers 78 78 78 74 78 70 85 82

Base (customers) (566) (287) (279) (347) (201) (146) (112) (98)

Base (non-eustomers) (571) (.) (283) (347) (205) (142) (115) (94)

1I......................._ cu••III ............d1dIlOl-.............

M..................,
SNct: a.ttIfICl;Cl~.~' 'lJCClpaa...~J FIeld Research Corporlltlon
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Perceptions of Ability to Qualify for ULTS

( (

Table 8.1

At the end of the interview, non-customers were asked their household income and the number of persons dependent on that
income. These data were used to determine the percentage of non-customers w~ .meet the qualifications for ULTS. Results are
shown at the top of the table opposite.

Earlier in the interview, non-customers were shown the qualifications and asked if they would qualify for it or not. Responses
are shown at the middle of the table opposite.

The "total qualify" shown at the bottom of the table is calculated by taki.. the TI'I who would qualify bued on the incomeIlof
dependents algorithm used by the phone companies plus the portion of the 13'1 who did not answer the income question that said
they "would qualify" after they read the qualifications earlier in the interview.

Hi,lali,Iat,

The large majority of non-eustomers felt they would qualify for ULTS after nwliaa the qualifications: 78'1. Another 10'1
were not sure if they would qualify or not, leaving just 12'1 who said they would not qualify.

The peR:eftta&e who would qualify usine stated household income and number of persons depeadent on that income is about the
same as when non-eustomers read the qualifications and decided themselves if they would qualify or not.

The total "would qualify" for ULTS using both measures is 83~. (See bottom of table opposite.)

By company: In both companies, the large perce.. of their non-eustomen would qualify for ULTS.

By ethnidty/nce: There are some differences to be observed between Hispanics, Blacks and Whites on this measure.
Specifically, 17'1 of tbe Hispanics reading the qualifteations said they would not qualify as compared with only 9~ of Whites
and S'I of BIacb. It is diftlcult to compare this with the results obtained when one uses stated household income and number of
dependents because of higher not reporteds among Hispanics, especially NLD Hispanics.

Bottom line: While most Hispanic non-customers feel they would qualify for ULTS, they are less likely to think they qualify
than are Black and White non-customers (after readine the qualifications).
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Qualify for ULTS: Non-Customers vs. Matched Customers Table 8.2

The table opposite compares non-customers who say they would qualify for ULTS with matched customers (bottom half of table
opposite). It makes the same comparison as the previous table using reported household income and number of dependents as
the basis for detennining eligibility (top half of table opposite).

Highlights

The large majorities of non-customers as well as matched customers qualify for ULTS UI~ either of the two measures.

Looking at the bottom half of the table, Hispanic customers are no more likely to qualify for ULTS than Hispanic non­
customers. Among Whites and Blacks, non-customers are more likely to qualify for ULTS than matched customers.
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Attempts to Get ULTS among Those Aware

Non-customers Matched Customers (g}
tuJpanlc

!mil mE PB 1m JJl ~ IIKkWbItt ImIl mE fI
% % % % % % % % % % %

Have tried to get ULTS 48 48 49 38 36 42 5764 18 10 19
Have not 49 53 48 59 64 50 40 37 82 90 81

Not reported 3 - 3 3 - 9 3

Base (260) (121) (139) (149) (95) (54) (64) (42) (128) (73) (55)

Among those who have tried to get,
reasons don't have it (read list) -

Had outstanding balance 40 46 40 36 27 50 45 40

Decided I didn't want it 9 10 9 2 - 4 1 27 11 27 10

Did not meet qualifications 9 12 8 10 9 10 11 5 77 27 80

Got it, but discontinued 21 16 21 22 26 16 30 12

Have no phone 10 11 10 20 32 1 7

Other reasons 11 7 12 11 6 19 7 16 11 31 10

Base (125) (57) (68) (58) (33) (25) (39) (25) (17) (7) (to)

(I)E.......,.••.,...,.... sc.:e:Q1D4.105(NC~Q1.. 1171C)
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